INTRODUCTION
Marketing mix management paradigm has dominated the thinking and practice of marketing from 1950 until at least the mid-1990s. This paradigm view of marketing as a management function, in which marketers manipulating marketing mix variables to satisfy customers and create profit. The basic analysis unit is transactions in a competitive market, where the company fully integrated and controls almost all factors of production. The company assumed independent of the environment, thus, the main issue concerning the allocation of marketing resources is formulated in the product, place, price and promotion to attract new customers. Today, this paradigm is beginning to lose its position [1] . New approaches have been emerging in marketing research. Relationship building and management, or what has been labeled relationship marketing, is one leading new approach to marketing which eventually has entered the marketing literature. The concept of relationship marketing was firstly defined in 1983 by Berry and Parasuraman [2] as formation, protection and increase of customer relationships in business.
Managing the relationship has become the core of marketing. With quality products and services into a common standard in many industries and is no longer a major source of competitive advantage, organizations adopt a relationship marketing as a means to differentiate themselves. Based on the fact that it's cheaper to maintain a satisfied customer than attract a new one, marketers focus on attracting and retaining profitable customers, by building long-term relationships for mutual benefit. From an initial focus on how companies can attract, retain, and enhance customer relationships [3] , relationship marketing has expanded to explore the relationship between companies and buyers, suppliers, employees, and regulators [4] . Customers, however, are at the center of relationship marketing. A company's relationship with its customers determines the success of the company [5] . Customer retention is a core concept in relationship marketing, which focuses on how to maintain long-term customer relationships rather than how to attracting new customers [6] .
In relationship marketing, satisfaction is only one of a number of relational constructs (e.g. Components of commitment, trust) that will affect important consumer behaviors including customer retention, willingness to enhance the relationship, price sensitivity and advocacy [4] , [7] [8] . According to Selvi [9] the main objective of relationship marketing is to obtain customer's loyalty by establishing long-term and mutually beneficial relationships between the organization and its customers. By focusing on delighting target customers, companies keep them loyal and eventually turn them into advocates who attract others who value the same things [10] . Customer advocacy is very important in the company's efforts to attract new customers. Advocacy is the willingness of the customer to give strong recommendations and praise to other consumers on behalf of a products or service supplier [11] , [12] . When consumers enthusiastically provide positive recommendations on products, services or brands, they are acting as advocates on behalf of that object [13] , [14] , [15] . Advocacy is a strategic choice for companies responding to the new reality that customers control, not manufacturers and distributors. Prospective customers believe information from peers or even strangers as less biased and reliable than those of an economic entity [16] The purpose of this paper is to understand the drivers of advocacy from a relationship marketing perspective. This study uses a social exchange perspective as the framework to understand why customers become advocates on behalf of their provider. The approach of this study is to examine social situational factors (i.e., the exchange relationship). The social exchange framework is appropriate as it is a useful way to investigate person environment relations [17] . The social exchange framework focuses on relationships between individuals and networks, organization, and corporations [18] . The goal of exchange frameworks is to explain ongoing social relationships by focusing on the quality and content of what is given up and gained. According to Blau [19] , exchange relationships as being motivated by rewarding actions. Cook and Rice [20] viewed social exchange research focuses on examining the relationship between social exchange frameworks and constructs such as social networks, perceived justice, trust, affect and emotion.
Social Exchange Theory
Social exchange theory grew out of the intersection of economics, psychology, and sociology. It was developed to understand the social behavior of humans in economic undertakings [21] . Exchange theory is based on the premise that human behavior or social interaction is an exchange of activity, tangible and intangible [22] . Exchange not only permeates the market but also the non-economic realm [19] . Exchange is defined as social interaction characterized by reciprocal stimuli. In consequence, exchange theory examines the processes of establishing and sustaining reciprocity in social relations, or the mutual gratifications between individuals [23] .
Several perspectives within the social exchange framework have developed assumptions and propositions [21] , [24] . Summarizing the major tenets of social exchange, Cook, Cheshire, and Gerbasi [25] described four main assumptions of social exchange frameworks, while Lee Mohamad and Ramayah describe two assumptions of social exchange [23] . A fundamental assumption of many social exchange frameworks states that actors engage in exchange relationships motivated by the desire to increase gain and avoid loss. Gains may be associated with economic benefits and social benefits. Loss may be associated with the financial costs, equipment and the amount of time invested. Blau [19] states that SET is it assumes that exchange parties intend to obtain benefits from their relationships that would not be achievable on their own. Benefits can also include non-economic rewards derived from increasing their partner's utility [26] . This is perhaps the most widely articulated aspect of social exchange.
The second main assumption suggests exchange relationships develop based on mutual dependence. In other words, actors enter relationships to achieve outcomes they could not achieve alone. The customers and their provider become mutually dependent on one another to achieve separate but complementary goals. Building upon this assumption, Emerson [27] referred to productive exchanges where the actors in the exchange relationship work together to produce an end product or outcome that is shared and valued by both parties.
The third assumption states that exchange relationships are reoccurring, develop over time, and consist of specific partners. This is also one of the key distinctions between social and economic exchanges whereby the later focuses on one time transactions.
The final assumption is based on the economic concept of law of diminishing returns, also discussed in psychology as deprivation satiation. These principles hold that the outcomes, benefits, or rewards one seeks must expand and change over time. An actor will disengage from an exchange relationship if the value of the outcomes remains stagnant over time. This is a continuation of the previous assumption that relationships develop over time; and if in these exchange relations new rewards or benefits are not received, this assumption holds the relationship will terminate.
Customer Advocacy
Advocacy is the willingness of the customer to give strong recommendations and praise to other consumers on behalf of a products or service supplier [28] , [29] . When consumers enthusiastically provide positive recommendations on products, services or brands, they are acting as advocates on behalf of that object [13] , [14] , [15] . Advocacy is a major step forward in the evolving relationship between a firm and its customers. Customer advocacy can be viewed as the top of a pyramid. Total quality management and customer satisfaction are at the base of the pyramid. The growth in customer power and the new marketing strategies of firms require that scholars examine their research strategies. The philosophy of marketing is different. Traditional marketing will be based on understanding customers' needs and then convincing them to buy the firm's products, but advocacy is based on maximizing the customers' interests and partnering with customers [30] .
The dictionary definition of "advocate" is "plead for, defend, champion, recommend, support." This is much more than customers who come back time and time again. Advocates are people who are prepared to argue your case. They are willing to offer their support as well as their business [31] . Altruism concept explain that advocacy is a behavior provide valuable information for the other party voluntarily without expecting compensation directly or indirectly as a moral obligation that a person must provide benefits for others. From the perspective of organizational citizenship behavior voluntary advocacy is unrelated to the organization's reward. Based on the theory of impression management advocacy is to influence the behavior of others by showing his favorite against an object and condition themselves better so that others will follow.
Advocacy research is important because it will be the strategy of business choice for responding to the new realities that customer hold controls of the company. Potential customers see information from peers or even strangers as more unbiased and reliable than those of an economic entity [16] . Advocacy is important to get the customer in the center of the low confidence in prospective customers to information from business entities. Maintaining customer is achieved by increasing loyalty, while increasing market share achieved by advocacy.
Loyalty
Customer loyalty is a deeply held commitment to rebuy or repatronize a preferred product or service consistently in the future, despite situational influences and marketing efforts having the potential to cause switching behavior [32] . The main theme in customer relationship marketing is to gain and retain customers [33] . Because of the positive influence that customer loyalty has on profitability, Hennig-Thurau, Gwinner, and Gremler [34] state that customer loyalty is the "primary goal" of relationship marketing. Peng and Wang [35] defines relationship marketing as all marketing activities directed to build customer loyalty (keep and win customers) by providing value to all parties involved in relational exchanges. Development of customer loyalty has become an important focus for research marketing strategy in recent years [36] . It is less expensive to keep a loyal customer than to actively market to new customers and less expensive to maintain a loyal customer relationship than to develop a new one [34] . According Olorunniwo, Hsu and Udo [37] , loyal customers affects profitability and overall success of the organization in three ways. First, repeat customer purchases generate revenue for the company, both, organizations can reduce the financial commitment in retaining customers than to recruit new customers and third, loyal and satisfied customers are spreading the good news and recommend the service to others.
Customer loyalty can be classified as brand loyalty, service loyalty, and store loyalty [38] . Approach in measuring loyalty has been changed significantly. At one time, study customer loyalty concentrated mainly on buying behavior; efforts more recent research focused on the perceptions of customers' expectations and attitudes towards loyalty [39] . In the literature, customer loyalty is commonly distinguished in three approaches: (1) behavioral, (2) attitudinal, and (3) combined attitude and behavioral loyalty approach. Oliver's perspective predicts that customers should go through four stages to be a loyal customer [32] . First is a cognitive sense (belief). This customer has to confirm that his expectations about the goods or service are met. Second is the affective sense (favored attitude). Consumers are repeatedly satisfied from purchasing behavior. This leads to the conative stage that consumers have a behavioral intention-trust to a firm and commit deeply to buy. The intention leads to the fourth stage of action. Customers have the desire to overcome obstacles, such as attraction of other competitors or price increase by a firm, to achieve the actual purchase behavior [32] .
Relationship Quality
The concept of relationship quality arises from theory and research in the field of relationship marketing [40] , [41] in which the ultimate goal is to strengthen already strong relationships and to convert indifferent customers into loyal ones [2] . Relationship quality is defined as when the customers are able to rely on the salesperson's integrity and has confidence in the salesperson's future performance because the level of past performance has been consistently satisfactory [40] . Relationship quality can be regarded as a metaconstruct composed of several key components reflecting the overall nature of relationships between companies and consumers. Although there is not a common consensus regarding the conceptualization of relationship quality, there has been considerable speculation as to the central constructs comprising this overarching relational construct [34] .
Relationships quality are the high-level construct consisting of several first-order constructs, among which the most commonly used is trust, satisfaction with the seller and a commitment to relation [42] , [43] . The origins of the early three constructs lies in studies that focus on the consumer market. Although this construct has also been used extensively in the context of business-to-business, Woo and Ennew [43] warned that if they represent the most appropriate concept for this context remains open to debate. Athanasopoulou, [42] have conducted a meta analysis of 64 articles from 1987 to March 2007 and found that the only areas that were agreed upon three major dimensions of relationship quality: trust, commitment and satisfaction, which has been used in many studies and has been validated in different contexts.
Satisfaction. Lately customer satisfaction gets new attention in the context of a paradigm shift from transactional marketing to relationship marketing [1] . Relationship satisfaction has been defined as customers' cognitive and affective evaluation based on their personal experience across all service episodes within the relationship [44] . Relationship satisfaction is accumulated across all the interactions in an ongoing relationship. Relationship satisfaction exclusively describes customer satisfaction on the relationship which is the overall assessment the strength of the relationship [45] . There are two types satisfaction: transactional and relational. Transactional satisfaction related to a single transaction [46] . Relational satisfaction regarding the consumption experience [46] , [47] and relational satisfaction depends on the kind of transactional satisfaction [48] .
In the business market [49] and in the consumer market [50] customers tend to be more satisfied with the provider who carries out efforts by considering customers. Satisfied customer is much more valuable to an organization of service compared with dissatisfied customers [51] , thus, the main objective of organization should be to satisfy their customer. When customers are satisfied, they may participate in good behavior to the service providers, which is positive advertising through word of mouth, willingness to recommend, intention to repurchasing, decrease price sensitivity and their willingness to participate in research to help revolutionize the organization [52] . Dissatisfied customer tells an average of nine people about their negative experience. Consequently, the research also found that service organizations lose an average of twelve percent of the annual volume of customers each year due to poor service quality [51] Trust. Trust is generally regarded as a fundamental element for the success of relationship marketing. Relationships between consumers and companies require trust of to become a long-term relationship [2] . If trust is maintained, the buyer will be remain in the relationship [49] . Hennig-Thurau and Klee [53] , Jonsson and Zineldin [54] and Morgan and Hunt [4] define trust as an expectation or willingness to believe that an organization can be relied upon to do what it has promised. The nature of trust in an organizational relationship is the knowledge that the seller will not act in a risky manner that is considered a threat by the buyer [55] . Ganesan [49] states that trust is multidimensional in nature in that it can be attained (or lost) by the seller's keeping (or not keeping) promises to the buyer (credibility) or from not behaving (or behaving) in opportunistic ways that harm the buyer (benevolence).
Commitment. Relationship marketing theory has extensively considered the roles of relationship commitment in customer relationships. Morgan and Hunt (1994) define relational commitment as existing when an exchange partner believes that an ongoing relationship with another is sufficiently important to warrant maximum efforts at maintaining the relationship. Commitment reflects the consumer's voluntary willingness to remain in and make efforts towards maintaining a relationship [56] . Commitment encourages exchange parties to resist short-term benefits in favour of the expected long-term benefits of remaining in the relationship [4] . Commitment can be the result of emotional attachment or cognitive calculation [57] , [58] . Relationship commitment is an important component of relational exchanges. Research shows that relationship commitment is at the core of all successful working relationship and it is an important element in successful long-term relationships, including supplier-buyer relationships [59] .
II. CONCEPTUAL FRAMEWORK
In this section, we develop an integrative model that combines and specifies how the relationship quality may influence the two important relational outcomes of customer loyalty and advocacy. The integrative model is shown in Fig. 1 . 
Consequences of Satisfaction
Several authors hypothesized a positive flow from satisfaction to trust [5] , [60] , and [40] . Ganesan [49] found strong empirical support for the path from satisfaction to trust. Satisfaction is an antecedent to trust [47] . Satisfaction leads to the belief that the same quality of service will be delivered in future. Moreover, Geyskens'
[61] meta-analysis as well as recent research [62] , [63] , revealed that satisfaction positively influences trust. Thus our firs hypothesis: H1. Relationship satisfaction has positive impact on customers' trust As Tax et al. [64] showed, satisfaction can lead to commitment, while Hennig-Thurau et al., [34] postulate satisfaction to positively influence commitment. Satisfaction reinforces the users' decision to participate in the services being offered. A high level of satisfaction provides the customer with a repeated positive reinforcement, thus creating commitment. Satisfaction is related to the fulfillment of customers' social needs, and the repeated fulfillment of these social needs is likely to lead to bonds of an emotional kind that also constitute commitment [53] . Hence, we hypothesize that: H2. Relationship satisfaction has positive impact on relationship commitment Customer satisfaction and loyalty are highly correlated [65] , [66] but form two distinct constructs [67] , [32] . The link between satisfaction and loyalty has been examined in many studies. Satisfaction leads to the creation of a strong relationship between the service provider and customer, leading to relationship longevity, or customer retention [1] . Customer satisfaction with the bank relationship is a good basis for loyalty [68] . A metaanalytic review of the literature [69] as well as recent research [70] , [71] , [63] reveals satisfaction as one of the enduring antecedents of loyalty. Therefore, the following hypothesis is proposed: H3. Relationship satisfaction has positive impact on customers' loyalty Evaluation of the relationship is the basis of the maintenance and growth of the relationship. Satisfaction is the result of a positive evaluation for services. Advocacy is a consequence of a positive evaluation of the customer for services [13] , [6] . Advocacy is one of the positive consequences of satisfaction in the consumption experience [6] . Anderson [13] found that a delighted customer is more willing to give a recommendation of those who have a neutral satisfaction. Customers become advocates for providers if they continuously comfortable with the level of service from service providers [15] . Satisfaction is considered as a logical antecedent of advocacy [72] . Accordingly, we hypothesize: H4. Relationship satisfaction has positive impact on customers' advocacy
Consequences of Trust
In relationship marketing literature, trust is generally modeled as a precursor to relationship commitment [4] , [57] , [47] . Individuals are reluctant to commit themselves unless they have confidence in the service provider's ability to constantly meet their expectations in the future and in its willingness to avoid any behavior that could be detrimental to them. When they distrust a supplier, consumers tend to become less involved in the service relationship and to decrease their potential vulnerability to the partner. Hence, we hypothesize that: H5. Trust has positive impact on customers' commitment Trust has been studied widely in the social exchange literature [73] , as well as in services marketing [2] , and retailing, where Berry [74] proposes that trust is the basis for loyalty. Many authors have found a positive relationship between trust and loyalty. An empirical study by Delgado-Ballester and Munuera-Aleman [75] found that trust had a positive impact on customer loyalty, moderated by customer involvement. Chaudhuri and Holbrook [76] , Sirdeshmukh et al. [77] , and Harris and Goode [78] found that trust is related to both behavioral loyalty and attitudinal loyalty. Hence, we hypothesize that: H6: Trust has a positive impact on customers' loyalty.
In accordance with the commitment-trust theory [4] confidence is a key mediator in the relationship's success because it encourages marketers to: (1) acting to secure investments through cooperative relationships with partners, (2) opposing an attractive short-term alternatives and like the expected length term gains, with fixed along with current partners, (3) saw potential high risk action as a prudent, due to the belief that the partner will not act as opportunistic. Trust is the key moderator of the relationship marketing outcomes. Advocacy is considered as an important outcome of effective relationship marketing [72] , [15] , and [79] . Trust moderates the variable antecedent with advocacy, in other words the trust affect advocacy. The following hypothesis is therefore proposed: H6: Trust has a positive impact on customers' advocacy.
Consequences of Commitment
Commitment and loyalty are two concepts connected but different. Company commitment is a key antecedent of company loyalty [80] . Committed customers are more likely to remain loyal to the service firm as they feel that the service relationship is important. Commitment to develop positive intentions toward acceptance of a new service provider. Commitment is an important construct in buying behavior and can drive important outcomes, such as reducing the loss of customers and increase motivation. Pritchard et al., [81] found strong support that commitment is a direct antecedent important for customer loyalty in a wide range of business services. In various research commitments affect loyalty [12] , [82] , [62] . Therefore, we assume that: H7: Commitment has a positive impact on customers' loyalty.
If customers feel comfortable dealing with service providers, they are willing to act as an advocate on behalf of service providers [14] . Price and Arnould [83] found that customers who identify themselves with service providers and takes the view that providers are friends, they tend to provide a good recommendation. Brown et al., [84] found the effect of commitment on the positive intentions of word-of-mouth. When a customer has a commitment to the organization, they want the organization to be successful. They feel comfortable recommending the organization to prospective customers, because they believe prospective customers will get benefit as their experiences. We therefore propose that: H8: Commitment has a positive impact on customers' advocacy.
Consequences of Loyalty
Customer loyalty is understood as a desire to buy the product and continue the relationship with the provider [85] customer loyalty is particularly important because have positive impact on sales, share of wallet and customer retention [86] . Advocacy is the customer's desire to provide strong recommendations and praise for suppliers of products or services to other customers. Consumer behavior research supports the idea that the loyalty and advocacy of different but related constructs. Michael [87] distinguish between loyalty to advocacy by saying that truly loyal customers to become advocates. Attitudinal loyalty has been suggested as a particular predictor of advocating on behalf of an organization or product by informing others of positive experiences and/or recommending said organization or product [38] . We thus hypothesize that: H8: Loyalty has a positive impact on customers' advocacy.
III. RESEARCH METHOD

Development of the Measures
Operationalizations of the variables for the model reflect operationalizations past research employs with some minor modifications. With regard to the exogenous constructs, this study uses a modified and combined scale of Leverin and Liljander [88] and Gaur [89] for satisfaction. Scales for exogenous constructs, this study uses a modified and combined scale of Lee and Chung [90] , Dagger and O'Brien [91] , and Fullerton [8] for trust, a modified and combined scale of De Wulf [92] , Abdul-Muhmin [93] , and Dagger and O'Brien [91] for commitment, modified and combined scale of Ndubisi [70] ) and Gaur [89] , for loyalty and a modified and combined scale of Kim and Gwinner [94] and Fullerton [8] for advocacy. For all scales the respondents had to express their agreement with a given statement using a five-point, Likert-type scale (1 = "strongly disagree"; 5 = "strongly agree"). All variables were measured in a positive direction. Before the data collection process started, the scales were tested on 30 members of the population to ensure have a good validity and reliability.
Data Gathering
Customers of commercial bank in special region of Yogyakarta, Indonesia comprise the study's population. A participating bank allowed its customers to be surveyed in the bank's premises by the researchers. The exercise was conducted on five bank branches over a period of three month, two days a week, Sunday and Friday between 8:30 a.m. and 3 p.m. The timing was designed to suit the time when many customers visit the banks. Customers' participation was not mandatory, thus all the respondents voluntarily supplied the data for the study. Of the 246 customers who accepted the survey, completed and returned it. However, only 178 were usable for this analysis: 68 were excluded because of incomplete data, related with the bank less than two years, or because they were do not make the bank as primary bank. This resulted in a 72 percent response rate.
Data analysis
The proposed research constructs were then tested with structural equation modeling (SEM). The maximum likelihood method of estimation was adopted. The SEM procedure is appropriate to test the proposed theoretical model because an evaluation is then possible of how well the proposed conceptual model that contains observed variables and unobserved constructs explains or fits the collected data [95] , [96] .
IV. RESULT 4.1Measurement Model
All measures were first subjected to exploratory factor analysis and then to confirmatory factor analysis. This was undertaken on the full sample of n = 178. Exploratory factor analysis results confirmed the factor structure proposed in the research model. All scales were found to be uni-dimensional. Confirmatory factor analysis supported the fit of the measurement model as all items were found to serve as strong measures of their respective construct ( Table I, while scale reliability and average variance extracted are shown in Table II . Note: *** p < 0.001 Properties of the causal paths, including standardized path coefficients, are shown in Fig. 2 . The effect of customer satisfaction on customers' trust was significant (β = 0.634, P < 0.05), similarly customers' satisfaction had a positive and significant impact on customers' commitment (β = 0.316, P < 0.05), loyalty (β = 0.262, P < 0.05) and customer's advocacy. Thus, H1, H2 and H3 were supported. As expected, trust had a positive and highly significant impact on both customers' commitment (β = 0.316, p < 0.05) and customers' loyalty (β = 0.236, p < 0.05). Therefore, H4 and H5 were also supported. Contrary to the proposed relationship, the influences trust on customers' advocacy is not significant (β = 0.039, p > 0.05), rejecting H6. Commitment was found to be a significant factor in determining customer' loyalty (β = 0.369, p < 0.05) and customer' advocacy (β = 0.351, p < 0.05), supporting hypotheses H7 and H8. Finally, customer loyalty appeared to be a significant determinant of customers' advocacy (β = 0.271, p < 0.05), supporting H9.
Structural Model
Commitment exerting a stronger direct effect on customer advocacy than satisfaction, trust, or loyalty. The total effect of on customers' advocacy was 0.452. However, the total effect of customers' satisfaction on customers' advocacy was 0.703. Commitment showing a stronger direct effect, but and customers' satisfaction exhibited a stronger total effect on customers' advocacy loyalty than that of commitment. The direct, indirect, and total effect of customers' satisfaction, trust, commitment, loyalty and advocacy were summarized in Table  III . Focusing on the indirect effects of satisfaction, trust and commitment on advocacy, it was apparent that these effects are mediated through loyalty. In order to evaluate the mediating role of loyalty (LO), multiple regression analyses have been carried out using the average of the indicators for the multiple items latent variables (satisfaction (ST), trust (TR), commitment (CO) and advocacy (AD)). To test mediation, one should estimate the three following regression equations as proposed by Baron and Kenny [97] : (1) Regressing the mediator on the independent variable. (2) Regressing the dependent variable on the independent variable. (3) Regressing the dependent variable on both the independent variable and the mediator.
To establish mediation, the following conditions must hold [82] : first, the independent variable must affect the mediator in the first regression; second, the independent variable needs to affect the dependent variable; and third, the mediator must affect the dependent variable in the third equation. If all these conditions hold in the predicted direction, then the effect of the independent variable on the dependent variable must be less in the third equation than in the second. Perfect mediation exists if the independent variable has no effect when the mediator is controlled: (1) In LO = α 1 + β 1 *ST + ε 1 , β 1 must be significant. Table IV demonstrate that in all cases loyalty is a partial mediator between satisfaction, trust, commitment and advocacy. 
V. CONCLUSION
While the need to proactively manage customers' advocacy has been increasingly recognized within marketing, its antecedents are not well understood. The present study merges relationship marketing and advocacy marketing literature to address how loyalty moderates the relationship between relationship quality and customer advocacy in a banking context. To the authors' knowledge, this study is the first time these constructs have been examined in an integrated approach. Understanding this process is important given that loyalty is the main purpose of relationship marketing and customer advocacy can greatly extend the effectiveness and efficiency of an organization's marketing efforts. Results of the present research suggest that it is the combined influence of relationship quality and loyalty that is important in understanding customer advocacy.
These findings contribute to the extant literature in several ways. First, the research extends thinking from the relationship marketing to deepening understanding of customer's advocacy. This study shows that the role relationship quality and loyalty in developing customer advocacy. Given its impact on advocacy, relationship quality from the banking should enhance episodic value in relationships for the customer which is implicated in satisfaction, trust and commitment [42] . Future research could examine other aspects of relationship quality beyond the satisfaction, trust and commitment, such as conflict in various forms (affective, manifest, calculative, functional, dysfunctional), cooperation, opportunism, power, adaptation, atmosphere, and social and/or structural bonds [42] A second contribution of the research relates to the exploration of loyalty as moderator between relationship quality and advocacy. Consumer research [98] has suggested that a customer's intention to inform friends, family, and other potential customers of their experiences with a company or product is related to the development of loyalty to the product or company. However, there remains confusion as to how this phenomenon relates to loyalty, it has been included in studies as an aspect of attitudinal loyalty [99] , as distinct from loyalty [14] , as a mediating variable between commitment and behavioral loyalty [100] and as a loyalty outcome [101] . The current study termed this phenomenon intent to advocate and studied the construct as its own dependent variable, discreet from loyalty. However, the results of this study indicated that advocate may be best understood as a loyalty outcome. The current study indicates that three relationship quality construct: satisfaction, trust and commitment were predictors of customers' advocacy.
Future research could also explore if trust really have no significant effect on advocacy. Literature review showed that trust engenders advocacy. Trust has been implicated in organizational citizenship behaviors [102] . Trust engenders a sense of obligation that translates to extra-role behaviors [103] . Advocacy motivation can be explained from the concept of altruism and organizational citizenship [104] and customer citizenship behavior [105] . Generally these concepts explain individual journey through the roles needed to help others, to volunteer for assignments that are difficult or unpleasant, or engage in spontaneous action, cooperation, protection, and assistance to others [106] . However, the results of this study indicate that trust has no significant effect on advocacy.
A final contribution relates to advocacy as a focal construct. Future research could extend this emphasis in exploring how advocacy could contribute to customer acquisition. Advocacy is the readiness of customers to prefer a supplier and then refer friends, relatives, and colleagues [10] . Advocacy translates into retention, increased share of wallet, and higher levels of acquisition. The ultimate test of a relationship provider and customer is the customer willing to be an advocate on behalf of provider and defend the provider from other party detractors [107] . Research findings indicate an important role of satisfaction on advocacy. Provider can create advocacy by creating such a differentiated experience that customers become the best salespeople on behalf provider. Advocacy can built through a satisfying experience and value they offer customers. Providers can deliver a customer experience that is consistent, intentional, differentiated, and valuable.
This study has several limitations. Because the context of the study is the banking industry, one may argue that this study is not generalizeable and is not applicable to other industries. Banking is an industry that more relies upon positive word-of mouth and reputation than depend on mass advertising to promote its services. Although this study may not be generalizeable to all service industries, the results in this study are highly conclusive of the banking industry. In response to this limitation, a future research suggestion may lie in trying to replicate this study in other contexts such as the hotel, educational or food and beverage industries A second limitation to this study is based on demographic issues inherent in the sample. A gender bias may exist where 122 customers out of a sample of 178, are male. This was due the relationship with the bank especially in the rural areas in Indonesia is mostly done by male. This limitation calls for future research direction in studying gender bias in advocacy in a context that is gender bias-free like the food and beverage industries or the retail industry. Similar to the gender bias. The sample was drawn from one regional privilege in Indonesia. Cultural differences may exist in customers and their willingness to talk about their service experience. It would be interesting to do a cross-cultural comparison among two very different cultures such as the differences existent in behavioral intentions between province or nation.
This study tested satisfaction, trust and commitment as an antecedent of loyalty. In fact there are other constructs that contribute to the variance in customer loyalty. This study only identifies and tests the behavioral outcome in the form of advocacy. In fact there are other behavioral outcomes that are directly caused by the level of customer loyalty. Future studies could extend this research by adding constructs net promoter score [108] as the outcome of advocacy. Net promoter score is a quantitative measure of how much the customer is willing to be an advocate (promoter), passive, and detractors.
